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CampaignGrid is the market leader and innovator in providing data driven online advertising for candidates, causes and 
commercial clients. Its best-in-class onlhe advertising platform combines 187 million U.S. voter records with demographic, 
behavioral and lifestyle data to enable ci en ts to custom design higHy targeted campaigns to achieve their goals, bringing a 
new dim ension to the ir campaigns. 

CampaignGri d was founded in 2008 by hdustry veterans with decades of online experience and is headquartered in 
Philadelphia with an office in Washington. DC. In 2010. CampaignGrid delivered mo re than 2 billion advertising 
impressions on behalf of 250 campaigns, advocacy groups, nonprofits and commercial dients. 

CampaignGrid invented voter-targeted onine advertising in 2010 and introduced voter-targeted online video advertising in 
2011. 

'Online advertising dollars are exploding, despite the worst economic downturn in a generation. 

'The ecosystem is still immature, unregulated, and highly fragmented, with the exception of Google and Facebook. 

•The internet has mature dfrom anonymous surfing to a precision-targeted media. 

•Sophisticated online marketers no longer buy sites. They buy specific audiences within targeted geographies and deliver 
highly customized messages using text, audio and video. 

•There is increasing evidence that new media moves numbers. The science shows howmany impressions are required to 
bum n a message, but the art comes in where consultants determine the media mix and overall strategy. 

•Display ads boost search advertising results. 

•Advertising is increasingly purchased through real time bidding on exchanges, rather than through rate cards. 

•CampaignGrid is leading the way in changing how online advertising is purchased, moving from website targeting to 
audience t argeting. 
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CampaignGrid is the only platform to deliver 
online ads to registered voters. 



EFFICIENT MEDIA PURCHASING AND OPTIMIZATION 

Rea ki rre bidding for display adve rtising across the 1 major 
advertising, exchanges. This gives us 90% reach across the web and 
access to the best inventory. 

Optimization in real time, based on algorithmic conversion formulas. 

This allows us to identify the best messages that result in donations, list 
building and volunteers. Once your program launches, we continue to 
optimize the ad buy. This s not possible with other media. 

The wisdom of the crowds. Since 2008 CampaignGrid has delivered 2 
billion ad impressions on behalf of 250+ clients. 



THE LEADER I N VOTER-DRIVEN TARGETING 
The National Online Voter File. Thisallows us to reach specific 
demographic or registered rater groups with greater efficiency than an) 
other online targeting method. 

Hyper I ocal targeting vi a an advanced IP based map overlay. This 
allows precisbngeo-targetirg down to the neighborhood level. 
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What Does CarmpaignGrid Do? 



Offline data 

-consumer, behavioral, 
demographic & political 
(party registration &vote 
history) data 
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-matching offline and online data 
•data modeling 

■ta'geted online media buying 
•analytics 

-real-time bidding platform 
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....Advertising Money is Flowing to the Internet 



USA Total Newspaper Print + Online Revenue 
vs, Google USA Revenue, Q1:06 - Q2:11 
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Vc share of ad revenue, by medium 
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Other Media are in Steep Decline 



Consumer News Sources, 2001-2010 

Percent (%) of adults 
Source: Pew ^esF.a-cn 
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How Does CampaignGrid Compare to Other Online Media Buyers? 



pCampaignCirid 




Buys Sites 

Independent of 
Other Marketing 
Efforts 



Pays the same 
price for every ad 
impression 



Results lack 
attribution, no 
accountability 



Buys Audiences 

Coordinated with 
Other Marketing 
Efforts 

Buys ad 
impressions and 
frequency based 

on value of 
audience segment 

Results are 
tracked with 
granularity by 

segment 
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Modeled data shows a 500%+ increase in lift over a control 
group. 

2. Build the target universe from CampaignGrid's National Online 
Voter Filet. 

3. Define the "DNA" of the target audience 

4. Build a predictive model using machine learning to characterize the 
target audience 

5. Score every targets in the audience cloud (like a credit score) 
G.Create a targetable segment based on the data "DNA" 

7. Adjust daily to achieve delivery & performance goals 

8, Rebuild models as we I earn more about the target audience 






HOW ONLINE 
ADS MOVE 
VOTES (N 
POLITICAL C. 



Toomey Google 
Case Study 



Chris Christie 
#CampaignCirid for Governor 
■■ r ■ — 2009 -Cam pa.. 



CampaignGrid 
New Media 
Campaign 
Richard ... 



iuo 1st Steel Sk, hbor Washngton, DC 2UUCJ3 2U2_i>Hi>1/1 




Grid targeting overview january 201 2 

by CampaignGrid on Jan 31, 2012 



- Fcllc, 



57 

views 



More... 



ting-overview-january-2012 



53 slideshare 

W Present Yourtelt 



Search 



Go 



Login : Signup 




+ Follow 



More... 




Grid targeting overview january 2012 57 

G^5. by CampaignGrid on Ja/i 31 , 2012 E ; 

<£? 

+ Follow 

More... 



ew-january-2012 



S3 slideshare 

Present Youn«H 



Email W Favorite I Di 



<> Embed 



Share 



IP Targeting 




Grid targeting overview January 2012 

by CampaignGrid on Jan 31 , 2012 



57 

views 



+ Follow 



More... 



rgeting-overview-january-2012 



© slideshare 

Preient YourMll 



How Retargeting Works 



A potential stakeholder viats your 
site 




Tt* U.S, Chamber 
Goes on Offense 

• MMUI HW 



















Ads drive supporter back to target 
site 
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The visitor leaves the 
site and continues to 
browse the Web. As 
the voter browses. 
Campaig nGrid serves 
ads to him/her on the 
partner sites that are 
is ted .- — ^ 



CampaignGrid targets additional indiflJuals from 
existing data pools 
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Multi-Channel Marketing Dramatically Improves Results 

For the I rat time ever, direct mail firms can now offer multi-channel targeting & 
messaging. Powered by a proprietary national voter flc. CampaignGrid can 
deliver online ads to the same individuals targeted wrth direct mail. Targeting 
n du desvoter registration frequency and known donors. 

•Begin with your own tradiional drect mail list or CampaignGrid may help povidc 
one from its proprietary Voter Database. 

•To protect privacy of recipients the lists are an onymously matched to online 
consumers by third party data providers. 

•These partners t ell Ca mpag nGrd that a person o n you r I ist is a registered voter 
or donor that moots the targetirg criteria selected , but not who the person ts. No 
pcrsonaly identifiable infer maton (P9) is used cr sfoicd by CampaignGrid. 

•Campaign Grid creates aspecfic data set witha typknlmatch ratcof 50% of your 
direct mail list. These people then can be targeted win online ads. 

•Cam pa gn Gr id serves taig ctcd ads on ly to tfi c voters or donors on the d ired mafl 
ist. 




is a proven job creator and knaurt 
what it takes to put peopto to work 
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Increase the Efficiency of TV by Adding Online 



4 week flight 


Broadcast TV 


10% shift to 


15% shift to 20% shift to 


Impact of 


Adults 25-54 


Only 


Internet 


Internet Internet 


20% Shift 



TV $ sper* 


$5,000,000 


$4,500,000 


$4,250,000 


$4,000,000 


Internet $ spent 


SO 
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Impression s 
Actual reach 
GRPs per week 
Total Reach 
Avg. Frequency 


155 million 
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31 
41% 
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37 
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2.7 
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745 million 77,2 million 


+39% 

451% 


41 43 


+39% 


60% 62% 
2.7 28 


+ 21%pts. 
■0.2 pt 
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$32.00 
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$24.83 $23.21 
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Online Video is Less Cluttered and Provides Better Recall 



2% of time spent viewing 
video online is spent viewing 
ads compared to 25% on TV. 



A recent study by Nielsen 
discovered that premium online 
video ads actually outperformed 
traditional television ads in recall, 
branding, messaging, and 
likeability. 
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+ Online Video Creates Lift 
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ONLINE VIDEO 


REACH 


Extensive and effective reach of ^120 
million households. 




Online Video Universe of ^-182 million 
uniques, and an addressable Reach of 
80 million (Known Age & Gender) 


TARGETING 


Target audience based on programming/ 
network audience comps with 
g uara ntees agai nst target 




Target audiences on a 1:1 level with 
100% Guara ntee that you reach only 
your target audience. 


PRICE 


Comparable Pricing for similar- type 
content 

Cost per Pont (GRP/TRP pricing) . 




More cost-effective by for effectively 
hypertargeting audiences- 1_owest 
price to reach your target audience, 
guaranteed/ 


REPORTING 


Report on impressions against derro. meet 
GRP/TRPs goals with even flighting. 




Real-time delivery reports and tracking 
of impression at the individual user level. 
Achieve flighting and GRP goals of TV 
buy. 


PERFORMANCE 


Sight. Sound & Motion advertising of TV 
is the most powerful branding medium. 




Harries the power of TV advertising but 

with real-time measurement and 
optirrization. Equal or better results to 
TV. 
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TV + Online Video Creates Lift 



Silicon Alley Insider - * Chart of the Day 

Percent Indicating Aided Recall Of Auto Ad 
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Display Ads Boosts Search Results 
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Search Network Impressions 
are in sync with the increase 
and decrease of Display 
Network Impressions. This 
suggests that Display could 
have had an impact on 
trending search queries. 



Insights for Search 
shows an increase in 
Search Queries 
around the time when 
Display impressions 
began to rise. 
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Optimization Radically Improves Online Ad Efficiency 
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The Click-Thro ugh-Rate (CTR) has grown as the campaign 
has gathered data on the target audience. We have 
optimized performance to show ads on websites that have 
high CTRs. 




Impressions 
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Case Study 



Initially, we ran a hgh volume of impressions to gather 
data as quickly as possible. After running the campaign 
for one week we changed the campaign goals fro m 
delivering impressions rapidly to focusing on CTRs. 
Since the campaign had learned so much from all of 
those impressbns. we were able to immediately start 
optimizing the CTR 
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Study: Online Ads Change Votes 





Google, The California Group and CampaignGrid tested a 
message not used in any other form of media during the time 
that we conducted our experiment during the 2010 FL-11 
Prendergast vs. Castor congressional race. 

Four percent of the electorate who could recall the message 
delivered via online ads - Le. those for whom the message was 
"burned in" — changed their vote ever the course cf the carnpa gn 
in favor of Prendergast 

Within thp targeted a.idiGnce. Republican men, survey 
respondents being able to recall the message went from 4% 

to 22% over the course of the eight-day online ad campaign. 

In lie above example of Republican men recall ng the message, it 
took 9 3 million targeted impressions and six days of advertising to 
gei a seven percentage point increase from 4% to 11%; it took an 
additional 5.3 million impressions over two days to get an 
additional 11 percentage points recalling :he message, to 22%. 



Read the full study here, 
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